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Information system was originally developed as a practical tool to help people 
improve their job quality and efficiency. With the development of technology, 
mobile commerce has developed rapidly, and thus generated a lot of new 
information system which based on mobile intelligent terminal, whose interactivity 
and anthropomorphism has been greatly improved. On the other hand, with the 
change of communication style and the diverse of user’s needs, information systems 
based on the mobile smart devices are having more and more social functions and 
entertainment features and has been treated not just as a practical tool. Under this 
background, User’s motivation to use information systems may likely to change. The 
importance of utility function on user information system continuance behavior may 
reduce and the influence of emotional factors may become more salient. While most 
of previous study on information system usage has only focus on the utility fuction, 
few studies had set emphasis on user’s emotional impact to IS usage behavior in 
information system literature. 
Therefore, based on the interpersonal communication theory, our study focus on 
user’s affects, both from the IS software——Perceived enjoyment and the from the 
group of the users——Sense of belonging, and it’s impact on IS continuance, and 
built our research model base on Bhattacherjee’s Post-Acceptance Model of IS 
Continuance. This paper concerns the post acceptance phase of behavior——IS 
Continuance, because in comparison to the initial adoption stage, Is continuance 
remains relatively unexplored, besides, continuance usage behavior, as a long-term 
relationship with IS, is more likely to be affected by emotion. 
 In order to testify our hypothesis, we develop an questionnaire to investigate 
the taxi driver’s continuance intention of the mobile taxi-dispatching system in 
Xiamen, A total of 450 questionnaires was issued and recovered 385 valid 















model (SEM) to testify our research model and hypothesis. Results validate that our 
theoretical model is reasonable and comfirmed that emotional factors can 
significantly predict the behavior of the user's continued use. User’s Affects both 
from IS software (perceived enjoyment) and IS user group (Sense fo belonging) has 
a significant positive impact on IS continuance intention. Our findings are 
complements the IS usage literature research with an affective perspective, and 
especially help to explaining user’s continuance usage behavior under the mobile 
commerce environment. 
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第一章 	   绪论 	  
一、 研究背景  
    本节主要内容是此次研究的背景介绍，主要包括移动商务的发展、手机客
户端的兴起、O2O 商务模式以及基于位置服务（LBS）系统的应用的一些情况。
通过研究背景的介绍来说明此次研究的起源和目的。 














务（Mobile Commerce 或 M－Commerce）。 
移动电子商务离不开两个主要方面的发展，一个是智能手机的普及，另一
个是高速无线通信技术的发展。而据中华人民共和国工业与信息化部发布的
《2015 年 2 月通信业经济运行情况》报告，截至到 2015 年 2 月中国移动电话
用户总数达到 12.9 亿户，移动电话普及率达到 94.5%1。 其中智能手机普及率
                                                        





















表 1.1：2015 年 2 月通信业主要指标完成情况  




固定电话用户合计 万户 24694.2 -248.8 -120.3 
城市电话用户 万户 18148.7 520.8 192.1 
农村电话用户 万户 6545.5 -769.6 -312.5 
移动电话用户合计 万户 128946.7 337.4 -101.7 
其中：3G用户 万户 48550.8 25.3 46.3 
互联网宽带接入用户 万户 20252.4 204.1 59.6 
其中：xDSL用户 万户 8493.3 -445.3 -186.9 
移动互联网用户 万户 88339.7 817.5 325.5 
固定电话普及率 部/百人 18.3   
移动电话普及率 部/百人 94.5   
资料来源：工信部，2015 年 3 月 17 日 
 





升。2014 年第三季度，中国移动购物市场交易规模为 2309.6 亿元，较去年同期
增长 250.9%，增速远高于中国网络购物整体增速（2014 第三季度中国网络购物
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